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This article presents a thematic analysis of Yelp.com users’ motivations to read and articulate user-generated reviews. This study’s
purpose was to identify factors of usage, trust, influence, and
contribution of restaurant reviews on Yelp.com. This study found
that information search reduction and community membership
were the greatest factors encouraging Yelp.com use. Respondents
reported trusting Yelp.com due to the community aspects of the
website and felt they were able to sort out biased reviews easily.
Lastly, the primary reasons for contributing reviews to Yelp.com
were altruistic in nature, for example, helping other users make
good purchase decisions and rewarding good businesses.
KEYWORDS E-WOM, user-generated restaurant reviews, community, motivation, Yelp.com, social media

INTRODUCTION
Over the last decade, advances in Internet technologies have led to the proliferation of consumer review websites, such as Amazon.com and Yelp.com.
With a tap of the finger, consumers acquire first-hand information from other
consumers regarding a particular product or place of business. These reviews
have a profound effect on both consumers and businesses.
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For restaurant consumers, Yelp.com offers a rich source of information
to help them make purchasing decisions. Consumer-generated restaurant
review sites, such as Yelp.com, offer a centralized location to share information about a restaurant. Yelp.com is one of the largest user-generated
restaurant review websites on the Internet, and Yelp-users review a large
number of restaurants. The Zagat Survey (2014) reviews roughly 2000 restaurants in Los Angeles, or about 5% of the restaurants, whereas Yelp.com has
reviews of over 12,000 restaurants for the same area. Yelp.com is also influential for restaurants in terms of revenues: A one-star increase in reviews leads
to a 5–9% increase in revenue for independent restaurants (Luca, 2011).
As the largest restaurant review website (Alexa.com, 2012), Yelp.com was
chosen over its competitors to help expand our understanding of consumer
behaviors regarding user-generated restaurant reviews.
Consumers do not use every piece of information available to them to
make decisions because to do so would prove to be too daunting of a task.
Consequently, consumers selectively choose which information they use to
make an informed choice. The purpose of this study was to better understand
why consumers choose to use Yelp.com and, more specifically, to determine
the type and nature of the information that most influenced their decisions.

LITERATURE REVIEW
When consumers search for information regarding a product, they first examine internal sources (e.g., past experiences or memories of a product). Once
they have exhausted internal resources, they move to external sources (e.g.,
advertising, catalogs, newspaper articles) (Bell, 2009; Olshavsky & Wymer,
1995). Theory and evidence suggest that services are deemed riskier than
goods due to the intangible nature of services (Buchanan, 1977; Davis,
Guiltinan, & Jones, 1979; Murray, 1991; Rust, Zahorik, & Keiningham, 1996).
Although the food portion of the restaurant experience is tangible, the “meal
experience” as a whole is deemed intangible, as one cannot try the food
before making a purchase decision. Therefore, consumers are more likely
to seek external sources of information when purchasing services, such as
dining experiences. The Internet offers various ways to find these external information sources (e.g., chat rooms, discussion forums, user-generated
reviews).
Consumers are bombarded by information, and with the advent of Web
2.0 technologies (i.e. dynamic webpages such as Facebook.com), information production, retrieval, and distribution are faster and cheaper than ever
before (Johnson, 2001). This increased information availability has shifted
many decision-making situations from being information scarce to being
information saturated, thus greatly increasing the problem of consumer information overload (Shun-Yao & Chyan, 2010). Consumers need to decide how
to allocate their attention resources across a variety of information sources.
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When there is too much information, consumers must sort through irrelevant,
unclear, and inaccurate data in order to find relevant material. To cope with
information overload, consumers use information intermediaries (Bakos,
1997; Cho, 2009).
An “information intermediary” is a human or non-human party that
assists in processing large amounts of information for consumers (Lee &
Cho, 2005). On the Internet, information intermediaries identify and collect useful information by filtering out information that end users do not
value. Yelp.com can be considered an information intermediary because its
users post information they believe is relevant to receiving an optimal dining experience. With the use of information intermediaries, it is important
to understand what information consumers value in order to better present
relevant information.
Many studies have shown that online trust has significant influence
on user behaviors (Bart, Shankar, Sultan, & Urban, 2005; Kim, Ferrin, &
Rao, 2008; Yoo, Lee, Gretzel, & Fesenmaier, 2009). Corbitt, Thanasankit, and
Yi (2003) found that Internet shoppers’ behavioral intentions were directly
impacted by the level of trust of the website. Additionally, Corbitt et al.
(2003) discovered that trust in e-commerce sites is positively associated with
loyalty and participation within a website. Yoo et al. (2009) established that
travel-related, user-generated reviews are used extensively in the course of
planning pleasure trips and that trust/creditability was a very important factor in selecting the materials. Previous literature demonstrates that trust plays
an important role in the usage of and contribution to user-generated review
websites.
A consumer may participate in a user-generated review website to
obtain purposive value and social value. Purposive value is defined as
the “value derived from accomplishing some pre-determined instrumental
purpose” (Dholakia, Bagozzi, & Pearo, 2004, p. 244), for example, giving or receiving information through an online community. Yelp.com is
a user-generated Internet review platform that allows consumers to read
the opinions and experiences of other consumers’ restaurant encounters.
Yelp.com is one of many Internet sources that offer a variety of ways to find
external information sources. Yelp.com is not the only way in which consumers learn about restaurant quality; however, Yelp.com is striking in scope
given the sheer number of restaurant reviews, over 30 million across the site
(Yelp.com, 2013). In order to assist their users in achieving the website’s
purposeful value, Yelp.com uses sophisticated software to filter out phony
reviews and highlight the most helpful and reliable reviews.
Social value is also an important reason that consumers participate in
user-generated review websites. A social experience is where people with
similar problems and experiences interact. This type of virtual community
implies there is interaction between groups of people online, which offers
consumers opportunities of interpersonal connectivity. The affiliation with a
virtual community represents a social benefit to a consumer for the reasons
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of identification and social integration (Mathwick, Wiertz, & De Ruyter,
2008).
User-generated restaurant review websites greatly increase the availability of information regarding restaurant quality. The impact of this additional
information is greatest for restaurants that are relatively unknown. As restaurant review flow improves, other forms of reputation, like chain affiliation,
should become less influential. Chain affiliation brings with it an implied
level of standard; by increasing restaurant review information, consumers
are able to depend less on current heuristics to assess restaurant quality.
To examine the impact of Yelp.com on consumer decision making, it is
necessary to identify the motives that drive consumers to seek user-generated
reviews for information. Motives are needs or desires that cause a person to
act and are a significant determinant of consumer behavior (Hennig-Thurau
& Walsh, 2003). Hennig-Thurau and Walsh (2003) determined that motives
can be sorted into four broad categories: (a) risk reduction, (b) reduction
of search time, (c) dissonance reduction, and (d) group influence. These
four categories give us the framework as to why user-generated reviews are
frequently used and valued by consumers.

Research Questions
In conducting a literature search, the authors determined that there have
been many other studies that examine motivations of usage and trust of
user-generated reviews (Ariely, 2000; Bickart & Schindler, 2001; Chossat &
Gergaud, 2003; Ciliberti, 2011; Dellarocas, 2003; Duan, Gu, & Whinston,
2008). There have also been studies that examine user-generated reviews
in the context of the hospitality industry (Cheung, Lee, & Rabjohn, 2008;
Yoo et al., 2009). However, a literature gap exists in that each of these studies examines the topic of user-generated reviews in a quantitative manner.
Examining this topic qualitatively would add to the breadth of existing literature in the topic area of user-generated reviews as a whole as well as in the
context of the hospitality field.
The objective of this study was to understand how and why Yelp.com
users find the service valuable in terms of restaurant reviews. According
to Hirschman and Holbrook (1982), service experiences have emotional
drives and subjective meanings. A restaurant meal is a service experience
and is inherently interpretative and subjective, suggesting that a qualitative
approach is warranted in order to understand the service experience; this
type of research allows subjects to freely express their opinions by presenting open-ended questions. The goal was to understand Yelp.com consumers’
perceptions in an open manner, allowing them to express authentic, wideranging opinions. This study qualitatively examined the following broad
research questions: When do U.S. Yelp.com users’ access restaurant reviews,
and what factors cause influence and trust of the reviews?
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METHODOLOGY
Survey Instrument
Qualitative questions help explain which types of restaurant reviews people use and value. For this study, a sample of U.S. Yelp.com users was
surveyed. The online survey instrument asked participants open-ended
questions regarding their thoughts on the following categories:
●
●
●
●
●

usage of Yelp.com as a source of restaurant reviews
factors that encourage trust
factors that lead to distrust
how Yelp.com influences behavior
why users contribute to Yelp.com.

These specific questions were intended to examine the broader research
question. Each question directly addressed participants’ reasons for accessing restaurant reviews, as well as how the reviews they read affected their
perception and choice of the reviewed restaurants. The survey was formatted
in a semi-structured manner, (e.g., In what ways, if any, does Yelp influence
your opinion of restaurants?), in that respondents were given a question and
allowed to answer it in any manner they found appropriate. This approach
left room for the participants to openly state their opinions.

Data Analysis Methods
In conducting this study, the lead researcher thematically analyzed the participants’ comments. Thematic analysis is a useful tool for examining patterns
in a document. Thematic analysis also provides an empirical basis for monitoring objectives across a group of documents. The assumption of thematic
analysis is that the words most frequently mentioned reflect the greatest interests (Stemler, 2001). A theme captures an important aspect about the data in
relation to the research question. An inductive manner of analysis was used,
meaning that the themes identified emerged from the data itself (Braun &
Clarke, 2006).
To analyze the results, computer-assisted qualitative data analysis software was used; specifically, the NVIVO 10.0 package for Windows. NVIVO
allows researchers to identify the recurring themes within open-ended questions. The data was imported to NVIVO directly from the survey instrument
for analysis.
The data from each survey question were analyzed discretely. The
following questions were asked: “When are you most likely to seek restaurant reviews on Yelp.com?”, “In what ways, if any does Yelp.com influence
your opinion of restaurants?”, “What are your reasons for trusting Yelp.com
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reviews?”, “What are your reasons for distrusting Yelp.com reviews?”, and
“What are your reasons for contributing to Yelp.com?”.
In conducting the analysis, the responses were repeatedly read and
possible meanings were considered. Themes were developed inductively; as
such, responses were coded as themes developed. NVIVO 10 was used to
clearly identify the coded themes. Responses were analyzed iteratively until
no new themes were identified. A graphical representation of this process
can be found in Figure 1.

Sampling Strategy & Procedure
Surveys were distributed by creating postings in the “Talk” section of
Yelp.com. The “Talk” section is a forum open for posts from all users.
The “Talk” forums are categorized by cities, so posts requesting participation were placed only in U.S. cities’ “Talk” forums. Currently, Yelp.com lists
158 different U.S. cities. Surveys were posted in the forums of the 20 largest
U.S cities, which were expected to provide a wide demographic sample of
the United States. Surveys were posted for a period of four months.
An incentive to win a $25 gift certificate to Amazon.com was offered
to encourage participation. By using existing Yelp.com users, the interview
sample directly targeted the group being studied. Data were collected until
data saturation was achieved. The university’s Institutional Review Board
approved this study.

RESULTS
Respondents
Respondents were located throughout the United States. A total of
50 Yelp.com users participated in this study, which for the purpose of
this research can be considered adequate (Sandelowski, 1995). Respondents
were 56% female and 44% male. The majority (96%) had some college or
more education, while 95% described themselves as being from urban or
suburban areas. Participants reported an annual household income between
$50,000 and $75,000. About half (56%) reported being married or living
with a partner. These demographics closely match Yelp.com’s reported user
demographics (Carman, 2012). A total of 464 different responses were collected across the total of 50 Yelp.com users who participated, resulting in a
total of 4,271 words of data.

Usage
Respondents identified 44 unique reasons for using Yelp.com. Upon the
analysis of the qualitative data, immediate need for information, information
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search reduction, and travel were the top themes motivating respondents to
use Yelp.com. When responding to the question regarding when participants
were most likely to use Yelp.com, users reported they were most likely to
reference Yelp.com immediately prior to making a purchase decision. Thirtysix percent of users who responded to this question (n = 16) described the
time frame of their usage as:
When I am about to leave the house for breakfast, lunch or dinner,
Sometimes [sic] for coffee/desserts
Early evening before I head out for the night/weekend
Before I visit for the first time

Information search reduction was described by 41% (n = 18) as a factor
motivating consumers to turn to Yelp.com:
I want an easy place to see different people’s reviews quickly
I use Yelp when seeking information about a restaurant that does not
have a website or other online presence
When someone suggest [sic] a restaurant and I want to know more about
it before meeting them there

Finally, 16% (n = 7) of Yelp.com users described traveling as a motivation
of usage:
When on business travel in strange cities
Almost always when traveling
Yelp helps me find places and plan trips when I travel to new cities

Influence
The second survey question asked how reviews influence a Yelp.com user’s
restaurant choices. In the analysis, three themes emerged. First, users perceived their risk of a poor purchase to be mitigated through the use of
Yelp.com reviews. Approximately 44% (n = 18) of the respondents indicated
this to be a primary method by which Yelp.com influenced them:
I don’t go to any place with less than three stars. I decide which place to
try first based on positive reviews. I avoid a place like the plague if many
yelpers mention the service is bad
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If all of the reviews are bad, I am less likely to attend that restaurant
It helps take the unknowns out of the formula. If a place has 30 reviews
stating the service is terrible chance [sic] are the service is terrible

Second, participants stated that the ability to read many different customer perspectives was valuable. Approximately 37% (n = 15) of the
respondents indicated that the number of reviews and the perspective of
other users influenced them in using a Yelp.com review:
I read a lot of reviews per restaurant to get an overall idea of what people
like/dislike about a restaurant
If there is a general consensus of the restaurant, it sometimes helps to
reaffirm my opinion of the place
The ratings don’t mean much to me unless there are over 50 reviewers
rating it. I am more focused on the actual reviews to decide if the place
is right for me

The third factor that emerged during analysis of the data was that
Yelp.com Elite members had greater influence then other members. Yelp
Elites are members who have been chosen by Yelp.com because of the high
frequency and quality of their reviews. Approximately 13% (n = 5) of the
respondents indicated this was influential:
If a yelper that I trust (normally an Elite member, or at least someone
with a photo & multiple reviews) has had a positive experience, I’m more
likely to try that restaurant. If the same yelper has a negative experience,
I will tend to skip that restaurant
I almost always trust reviews of Yelp Elite members. Most often I am
already thinking of trying a particular restaurant before seeking reviews.
If Yelp Elite members review it favorably, it reinforces a decision I have
mostly already made
I like to read all reviews, but especially other Elites, and more specifically
Elites that I have met before at Yelp events, as I trust their opinions more
than anyone

Trust
The third question this study examined was why users trust reviews distributed via the Yelp.com platform. Yelp.com users gave a total of 97 reasons,
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from which five themes emerged. These themes, in the order of most
responses, were: (a) the community aspects Yelp.com (n = 25), (b) reviews
are of high quality (n = 21), (c) reviews are user-generated (n = 20), (d)
there are a variety of opinions (n = 16), and (e) users believe they are good
at spotting fake/biased reviews (n = 15).
Approximately 26% of the responses indicated that the community
aspects of Yelp.com increased their trust of the platform. These aspects
included “following” other Yelp.com users, meeting other users outside of
the platform, and believing users to be like them:
I have several trusted Yelp friends
I’ve met folks from Yelp and trust their opinion
I know the reviewer and their tastes

Roughly 22% of responses indicated that the perceived quality of a
specific review led to their trust in that review:
Usually indicate particular details of experience
The review sound likes [sic] its trying to be evenhanded and wellreasoned
The reviews are thoughtful

The user-generated nature of Yelp.com’s review platform was mentioned in 20% of the responses as a reason for trust; users indicated that
they trusted the platform because a “real” person wrote the review:
They’re not professionally written—they seem more real than some
snobby professional reviewer
No one is paid for their review
From regular people

According to 17% of the responses, Yelp.com was trusted because of
the variety and quantity of opinions found on the website. Yelp.com users
indicated they trusted the platform because of the diversity of opinions that
were available:
Large # [sic] of reviews evens out total score
A good number of reviews will generally reflective of the actual
experience
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The total number of responses. I live in a metro area, so if there are a lot
of responses I consider it more trustworthy

The perceived ability to detect fake/biased reviews as a reason to trust
reviews was mentioned in about 15% of the responses. Yelp.com users
indicated they were able to ignore biased reviews:
It is easy to spot plants and disgruntled employees
Average ones are more trustworthy than ones on either spectrum

You can tell when people know what they are talking about

Distrust
The fourth question this study examined was what contributed to user’s
distrust of reviews found within the Yelp.com platform. Yelp.com users gave
a total of 117 reasons; themes that had less than 12 responses were not
included. The themes that emerged were, in the order of most responses:
(a) biased reviews (n = 41), (b) fake reviews (n = 23), (c) reviews of poor
quality (n = 14), and (d) contents of the review are irrelevant to the reader
(n = 12).
Biased reviews were the primary reason Yelp.com users reported distrusting some reviews on Yelp.com. Unbalanced reviews were mentioned by
35% of the responses as a reason to distrust reviews:
If same person posts too much [sic] negative reviews on everything
Many people write reviews based on a one-off bad experience and don’t
represent the true quality of a place
People are more apt to post negative reviews than positive ones, so
seeing more negative reviews does not necessarily mean the restaurant
is of poor quality

Approximately 20% of the responses indicated they distrusted some
reviews because they perceived them to be fabricated. Users indicated they
believed that there were some reviews written by owners of the restaurant
or were paid reviews:
In the arena of small family owned businesses, some unethical owners
might have friends or family members write negative reviews against the
competition
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Restaurant owners sometimes get all their friends to post rave reviews
despite what it may actually be
I personally have never been asked to write a good/bad review, but I
worry that is sometimes the case

Paralleling the findings for the reasons of trusting Yelp.com, poor quality
reviews were cited by in 12% of the responses as a reason to distrust reviews
on Yelp.com. Users indicated they believed reviews that lacked details and
were poorly written were not trustworthy:
Some reviews are just bad and offer little info
Most of the “short” 5∗ reviews don’t provide any reasons for giving the
restaurant 5∗
Reviewers who only write one line

Lastly, differences in expectations of the restaurants were cited in 10%
of the responses as a reason to distrust:
I have different standards than others, and sometimes I don’t trust people when they say a place is horrible . . . they may just have ridiculous
expectations or are comparing apples to oranges
Differences in expectations
Unrealistic expectations

Contribution
The last question this study examined was what motivates users to contribute
reviews to the Yelp.com platform. Yelp.com users gave a total of 121 reasons;
four themes emerged. Themes that were not cited at least 12 times were not
included. The themes that emerged were, in the order of most responses:
(a) to help businesses and fellow diners (n = 50), (b) writing a review is an
enjoyable activity (n = 24), (c) to be part of a community (n = 21) and (4) to
report a dining experience (n = 17).
Altruism was the major reason that users contributed reviews to
Yelp.com, as indicated by 38% of the total responses. Users indicated they
wanted to help businesses, share their thoughts, and help others find a good
restaurant:
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Want people to avoid a bad experience so they don’t waste their hardearned money
To help “good” locally owned restaurants
My opinion is honest and my reviews are informative for those looking
for a good review

Approximately 20% of the responses indicated they contributed to
Yelp.com because they found it enjoyable. Respondents indicated they found
Yelp.com to be a creative outlet and entertaining:
It’s a fun thing to do if you have a lot of time on your hands
It’s my thing . . . like a hobby
I like to write, and yelp is a bit of an outlet for that

Community membership was also an important reason to contribute to
Yelp.com. Belonging to the Yelp.com community was noted by 17% of the
respondents as the reason they contributed reviews. Respondents indicated
they felt like they were a part of a community and that participating helped
them build status within the community:
I like being a part of a community. I like positive feedback.
It feels good when people say they like my reviews.
So people know that I am trustworthy (more reviews = more trust, in my
opinion)

Reporting a dining experience was the reason 14% of respondents indicated that they contributed restaurant reviews to Yelp.com. Respondents
indicated they like to contribute to report both good and poor restaurant
experiences:
To encourage people to try GOOD places or discourage people from
trying bad places
I enjoy writing reviews because it reminds me of the positive experiences
I’ve had. Reliving the positive and perhaps ignoring some of the negative.
I happen to post more positive than negative reviews
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When there is a place that I really love and find myself coming back to
again and again. I like to spread the love

The findings of this study help answer the overall research question
of when U.S. Yelp.com users’ access restaurant reviews and what factors
cause influence and trust of the reviews. Several factors were identified
as motivators leading to Yelp.com users’ usage of the web platform and
its influence on them. This study also examined the types of reviews that
were trusted/distrusted by Yelp.com users. Finally, the question of motivation to contribute reviews was also explored. The follow section discusses
the implications of these results.

DISCUSSION
Participants indicated many reasons they use, trust, and contribute to
Yelp.com. In conducting a qualitative assessment, participants indicated their
usage of Yelp.com was motivated by their need to efficiently find information. This finding complements Shun-Yao and Chyan’s (2010) study in which
they found the overabundance of consumer information was an increasing
problem.
When examining respondents’ reported usage patterns, the themes of
usage immediately prior to and during travel emerged; both of these factors suggest they are seeking information to help them choose a restaurant.
The theme that emerged from the motivation to use Yelp.com was that it
helped to reduce their search time. This study also found that users’ desire
to avoid a poor purchase decision was the most common reason that influenced Yelp.com users. Users also stated that they appreciated having many
different reviews to examine (as compared to one newspaper review) and
that Yelp Elite members’ reviews were more influential in their restaurant
choice as compared to other reviews.
This study also examined why users trust/distrust reviews on Yelp.com.
The reason users gave most often as to why they trusted reviews was the
strong community feeling generated by the use of this website. This finding is in agreement with virtual community literature, which suggests that
trust is an important factor in self-organizing and that open activity systems focused on a shared cause (Mathwick et al., 2008). Users also trusted
Yelp.com reviews they perceived as high quality; however, users indicated
they distrusted Yelp.com reviews that appeared biased and lacked detail.
For restaurant managers, this implies that readers will most likely disregard
extremely positive and negative reviews.
Finally, Yelp.com users reported they contributed to the platform to help
other consumers make informed purchase decisions. Users also reported
that by writing Yelp.com reviews, they felt as though they belonged to
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a community. The importance of community is reflected throughout the
responses. Sense of community is indicated as a reason users contribute and
trust reviews, and users even indicated that prominent members of the community, Yelp Elites, influenced their purchase decision. Although community
membership may not be the driving factor of user-generated review usage, it
is an important consideration in the success of Yelp.com. Community motivations can be described by the following social characteristics: a desire to
take part in the production of a collective good, a need for belonging, and
a need to support a specific community (Dholakia et al., 2004). Motivations
may also be related to reputation, which may become a source of authority,
such as becoming a Yelp Elite. Also, users reported they contribute to these
platforms to help other users make optimal purchase decisions and as a way
of giving back to the community that helped them.
Through their role as an information intermediary, Yelp.com usergenerated restaurant reviews help inform consumers as to the quality of
an eatery. The value of Yelp.com for its users is that it is a trusted and
easy-to-access source of information. The trust is derived from the variety of
opinions and community aspects of the platform. Although users are wary
of reviews they distrust, they have confidence in the aggregated quality of
Yelp.com and also often trust individual reviews they believe best represent
their views. This trust is likely the reason that Yelp.com reviews are able
to strongly influence a reader’s purchase behaviors (Corbitt et al., 2003).
Although users are aware there may be phony and biased reviews, users
also believe they are good at recognizing these types of reviews.
The results of this study suggest that restaurant companies should consider user-generated restaurant reviews seriously. This study is consistent
with previous findings, which state that user-generated reviews are generally viewed as a reliable and important means of finding information
(Cheung et al., 2008; Yoo et al., 2009). Most notably, users reported they
used Yelp.com to help find restaurants and they felt a part of the Yelp.com
community, which is why they find most reviews trustworthy. Restaurant
managers should view Yelp.com as a sounding board for their customers
and should periodically examine user-generated reviews to determine how
consumers perceive their restaurant. Additionally, restaurant managers could
proactively enlist Yelp.com users as mystery shoppers, thus directly engaging
them with the restaurant and the restaurant with the community. With this
information, managers will be able to address deficiencies in their business,
thus increasing the number of positive reviews. Another important implication for restaurateurs is that they should not worry about heavily biased
individual reviews and instead should respond to the concerns of the reviews
that are more balanced. Lastly, participants reported using Yelp.com when
finding new restaurants. Business managers understand that consumers view
Yelp.com as a quality indicator, as good restaurant reviews will result in more
patrons for their business.
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This study’s results offer implications regarding how restaurateurs
should use user-generated restaurant review applications to market to potential customers. However, this study also has limitations. First, the participants
are existing U.S. Yelp.com users who reside in large cities, and as such,
the results should only be generalized to this population. Secondly, the
participants of this study self-reported their behaviors, meaning that actual
behaviors may differ. This is especially important in that altruistic behaviors
were strongly reported.
Luca (2011) demonstrated that positive reviews increase restaurant revenues. This study offers guidance as to what causes this effect. Yelp.com is
perceived by its users as a reputable website with trustworthy reviews. Future
research should identify the type of diner who writes reviews and is more
likely to generate meaningful content. Also, future research should examine
additional sources of user-generated reviews to increase the generalizability
of this study.
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